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~ Radlo Is Sound, but...
Your Cusfomers Are Waiching
Television
More Peopile Spend More Time

With Television Each Day
Than They Do With Radio

R,

And every year
your customers

are spending
more time

viewing television

Daily TV Viewing
Per TV Home

1980 4hours IS minutes
1960 Shours 6minutes
1970 Shours 56 minutes
1960 6hours 36 mircsdes
1988 7hours 3 miutes
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Radio Is Sound, bult...
Your Target Audiences Are Waiching
Television

What segment of the market do you wont to reach?

By sex, oge, howsahoid income, educalion or occupdtion, you're reaching far more of them
mmmmmmmwﬂhmmm

D Tolovishn D Nate
Sourgs: AN Gnatdn
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~ Radio Is Sound, bult...
Your Cusfomers Befleve In
Television

Telovision’s position as the number one Information medium was confimmed once agoin by the
Roper Orgonieation in 1988

This favorable pubiic perception of televiion providees an imporiant bonus 1o advertisers:
presiige by association.

Which Medium Which Medium Which Medium

is The Sowrce Of ‘ IsThe ks Most imporiant During
Most News? Moet Sellevable? A Stalewide Beclion?
Tolovision &5% Tolovision 49% Television 850%

Radio 14% Radio 7% Radio 5%
IF‘*

Sousom: NOMuper, 1988

And R.H. Brusidn’s atest confitms once thot the telgvision t0
okl survey agaoin . public perceives

These special QUaNes Mean your odversing message ik perceived as special tool

TV is 16 times more exciting
TV & 40 times more influsntial 0% 2%
TV k& 10 times more authorttative 57%

TV Is 9 times more believabie 46%

Soeoe: R naidn
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Radio Is Sound, buit... |
If's A Secondary Medium

Comporale Amenca makes s serious advertiiing commiiment on television. Nine out of fen of
he nation’s iangest radio advertisen spend more of thelr advertising dollon on fsievision.

Radio’s Top 10 Advertisers: 1988

‘1

Cos Agues for above chart an revews 8ds of ik page.)

For every doliar the 10 radio advertisers

Mhmomwu

they invested $7.46 in thek primary medium:
Television
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For every dolior these top 10 radio advertisen invested in radio in
1988, they invested $7.46 in thekr pamary medium: Television

Radio's Top 10 Advertisers: 1988

Rowio Televhion
Sean Rosbuck & Co. $93.043.000 $123,656 400

A
2. GeneralMoton Comp. 78440000 564,926,400
3. AnhewerBusch Co., inc. 48087000 304 864,600
4. Philp Mo Co., Inc. 43 562000 633,479,800
8 Procler & Gomble Co.  41311,000 663,979 400
6. PepiCoinc. 32,140,000 410,094,300
7. Chrysler Com. 30,406,000 209,785,900
8. Ford Motor Co. 23 470,000 251,151,000
9. Campbel Soup Co. 22,767 000 87060400
10. Southiand 2100000 J4£24000
Total $435933000  $3.254.012.400

Souroec RARSAR
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Radiio Is Sound, bult...
It Needs Television

Rodie dalions Ihamesives G among TV s fop 15 local tele-
vidlen agveriben. They inow he power of felevision fo

ceatite now-lsloner growih.

OPNOOAM OGP~

rApR=8

16,

-

Restaurarts & Drive-ine
Auto Dedcien

Food Stores/Supemarkets
Furniture Stores

_ Banks/Sovings & Loorw

Movies

Depariment Stores
APPIaNCe Storee
Medical/Denial Services
Lelsure AciVitios/Services
Amusements/Entertainment
Clothing Stores

Rodio Slalions
Discount Dept. Stores
Ecucation Services

Satwce: AR

Local Television Adveriisers: 1988

$803,967 600
379,766,400
339.045,100
237,920 800
191,402,300
185,989,100
180,283,500
138,909,700
130,277 A00
120,312 800
127,779 200
121,151,500
120,133,400
115457,700
112,062,900
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" Radio Is Sound, bult...
It's Also Fragmented

The Number Of Radio Sialions
Continues To Burgeon|

10,000 9,087
8,000 —
6000 —
‘pm -
2000 -
o ——

1950 1960 1970 1880 1989
Seures: TV Digast, Sreadoming MR Television @ Radio

There are 9087 commercial radio stations in the country today...more than eight times the
number of television stalions.

Move radio sialions...combined with the fact that ihe average radio listener tunes 1o only two
or three different formats In @ week...means that any radio advertiser Is facing an Increasingly
fragmented radic market...with fewer potentiot lsteners for on advertiing message.

Rodio’s near-sxchusive gudience per station makes it necesary for an advertiser to use aimost
cll of the radio stations In a market 1o reach alt the radio Isteners.

With television, which Is watched program by program, ony | station can cover an
onfire market areq.
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Radio Is Sound, bul...
it's Too Many Sounds

in addiiion 1o the abundance of radio siations in a market, radio advertisers face additional
problems. The profusion of program formats means listener fragmentation.

G ¢ Foll ‘88
Tolel
tolel fosnct AM M AM/PM
foned AN M AMMM | | ACAOR/Oldies 603% 22.21% 18.39%
At contemporary AR 2108 20.7% | | CvvTop&0/Contem. 0.41 20.40 14.83
Coundey 2 18 WO ACR/Clanic o4 17.74 129
Rogiy/CHR 27 210 103 Novwe/Tak 37.88 0.34 10.78
Album orierved rock (AOR) 09 o4 &4 Country 402 11.63 10.2¢
Nostolgla/sig Sond 920 07 8¢ Back/bon 659 9.43 8.64
Casy fytening 20 78 44 STAEL 1.30 10.27 .07
Religiows 1290 39 92 || MORNVarety 163 NM 456
Nows/talk 23 01 4.3 Haponic 8.2 1.0% 3.04
Poci/ReS 7 05 1.2 Noslaigia/8lg Sond 0.98 027 298 |
Urbon cordemporory 24 36 29 Jam/Now Age 008 28 178
Golden oidies 08 38 29 Religion/Gompel 3% oN 17?7
Sponish 46 07 124 Clonical 0.3 L2 0
Classicot 04 14 09 Olhers/Unknown 1.69 618 0.58
ANl nows 06 00 Oa
Soft conternporary Oight) 08 28 14 | SowesAmeiconRadio/Ouncon
Vadety 10 00 06
Neow Age/Joz 68 1?2 1D

Sourest Mundle armmation Cerder, Maroh. 1999. based on §.574 daticrs

With 50 many radio stations In a morket, and so many different program formaots, It is exiremely
difficult for a radio advertiser to reach more thon a smal segment of a target audience.

Amedcan Radio/Duncan lsts 14 radio format definifions; Arbitron lists 16; Simmons lists 12, The
radio iIndusity tself s confused as 10 whért constifutes a program format.

And with radio stations continually changing formats in hope of more listeners, It k
more difficult for a radio advertiser to know who the e s...and who's isten

becoming
ing o the advertiing message.
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Putting The Finger On
Yellow Pages Advertising

While Yellow Pages advertising doesn’t appear to be a direct
competitor to broadcast television, it does, in fact, account for as
much revenue as does local television advertising. Yellow Pages
advertising might appear to be simply a directory of passive
listings..a huge reference directory--rather than an aggressive
competitor to television.

But the fact is, many local advertisers on limited budgets spend all
or most of their advertising dollars in the Yellow Pages before other
media are even considered.

An understanding of the scope of the industry...how it works...how
it sells...who uses it...where it'’s headed...can help the television
salesperson move local dollars out of the Yellow Pages and in to

television.

Enclosed you will find:

(1) Putting The Finger On Yellow Pages Advertising: An
analysis of the Yellow Pages industry today--its size—-the leading
companies and the number of directories they publish--who does
and does not use the Yellow Pages—~and the latest strategies the
directory publishers have developed to maintain their share of
local market dollars.

(2) The Problems With Yellow Pages Advertising:

How Television Can Help: The Yellow Pages industry is belea-
guered with problems for any local advertiser. But if that adver-
tiser were to put the majority of the ad budget into television, the
effectiveness of the ad campaign would increase dramaticelly.

(3) How 4 Television Stations Are Converting Yellow Page
Dollaxs On To Television: The strategies that four local televi-
sion stations are using to get biglocal advertising dollars out of the
Yellow Pages and in to their stations.
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Putting The Finger On
Yellow Pages Advertising

A Background
On The Yellow Pages Industry

Tho free-market forces that shattered Amer.

ica’s telephone monopoly also catapulted the
lowlyphouobookintoamulﬂbilhon dollar
commercial enterprise teeming with local ad-

vertising listings.

When AT&T was split into seven regional Bell
operating companies (ReBOCs or Baby Bells)
onJanuary 1, 1984, they kept their business in
Ydlow-Pa(u publishing and were freed to
compets not only with independent directory
publishers, but also with each other in mar-
kets where they did not offer phone service. As
a result, the number of directories, including

those aimed at particular demographic, pm-

targets,
1987 at 6,500 and now number 6,200. ‘l‘hin'ep-
resents an average of more than 29 directories
for each of the 211 marketing areas (or ADIs/
DMAs) in the country.
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Putting The Finger On
Yellow Pages Advertising

The Size Of The Industry

Acoording to the Yellow Pages Publishers

,A-mﬁon(YPPA) a Troy, MI-besed group

representing the publishers that prod\we
move than 96% ofall the U.8. Yellow Pages
directories and generate almost 99% of the tional
medium'’s revenue, Yellow
tising revenues will total $8.3 billion
in 1909. Of this amount, $7.8 billion
(88%) are local advertising dollars,

Yellow Pages
Ad Revenues
(In Bliflons)

Your National Local Total
1980est)  $1.0 $73 $83
1988 9 6.8 (&4
1986 8 6.7 68
19684 8 4.3 49
1962 4 33 3.7
1980 3 2.5 2.8

Seuroe: YeDew Pages Publishwre Asscsiation

Pages adver- ing”

Yellow Pages publishers haveall but aban-
doned forays into one another's territory.
Though there is still significant competi-
tion in about 256 markets among the tradi-
utility, independents and “invad-
regional Bell operating companies,

the ReBOCs, responsible for about 75% of
annual revenues, are now turning their
attention to their core business. As Ed
Schenk, senior vice president, Wahlstom
& Co. (Foote, Cone & Belding’s Yellow-
unit), states: “Competitionbetween
ishcn is definitely dymc down and

whuc It was mn-ull, with 'Lot’oco
here and let's go there.'] think they’ve had
some tough times in the market. There
seems to0 be more of a focus now on enhane-
ing their product within their own re-
gions.”
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Putting The Finger On
Yellow Pages Advertising

Yellow Pages Revenue
And Number Of Directories

The nine leading Yellew Pquﬂnin. The Leading

which include the seven Baby and Yellow Pages Companies:
two independents, are for $8.2 Ad Revenues (ia Mitlicas) And

billion+* in Yellow Pages revenus and ac- Number Of Directories

count for 4,803 of the 6,200 published di-
rectories. Bask Compeny Yollow Pages § 0 Of Tities

A total of 418 million copies of Yellow 1 QTE $1300 1,000

Pages directories were produced in 1988 3 BellSouth 1,000 617
by 206 publishers. 3 Bell Atlantic 830 300

4 Pacific Telesis/

Pacific Bell Dir, 789 103
5 Southwestern Bell 722 1,100
6 U.S.West 700 3800~
7 Ameritech 495 500
8 Dun & Broadstreet/

R.H.Donnelley 442 650
8 NYNEX* N/A 333

Totals $8,278 4,808
T S T e e

] Juas 35, 1908; At ,
WM Oraphie Arte Monthly,
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Putting The Finger On

Yellow Pages Advertising
Yellow Pages Usage
OFf Adalty Ot Adulle
Alzost balf of all aduls N ot Mo
46.9%) 18 years over Appliances, Small 1.68% 82.4%
have not looked at the Astes, New 45 95.5
Yellow Pages in the past Aute Filtere 4.0 96.0
month. Bedream Furniturs 20 98,0
g:t.mm 2.; :g:
Hove is the peromnt of adulta Batteries . .
T - B
past )
months st home or at busi- Qar Telaphone 33 by
ness to purchase any of the Chairs, Recliners 14 88.6
following item or services. Gaseline, Branded 1.6 98.¢
. Hespitals/Nursing
Homes 4.8 96.2
HoteleMotals 70 93.0
In-home Health
Care Services 21 97.9
Medionl 8.8 94.2
Loane/Real Betats
Leans 2.2 97.8
:tlﬂ-! 28 97.3
Bupplies 4.1 95.9
Real Estate
Brekers 23 977
Telovisien Sets 25 9786
Toy Stores 29 97.1
Truck or
Van Rental 1.5 88.6
Typewriter or
Word Processor 1.8 96.4
Vacuum Cleaner :
Salea/Bervics 2.7 873
Video Cansettes 8.4 96.6
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Putting The Finger On
Yellow Pages Advertising

The Latest Developments

As a result of the AT&T divestiture on
January 1, 1984, the seven
telephone compenies (Baby ) started
producing their own directories. The new
competitive atmosphere has had directory
publishers all vying for a larger share of
the market. This has led to more “user-
friendly” directories with product enhance-
ments. Among these new developments
are:

“Tulking Yellow Pages”

By inurﬁng a special telaphone number
in their ads, advertisers can have prospec-
tive customers call and hear more about
their products or services. The cost can
range from $15 t0 $150 a month depending
onﬂuduotthonummwmchﬁwdi-

is published. Advertisers pay for
opm-ao 45 to 60 seconds of digitally
stored speech on an audiotex computer's
memory disk. The advertiser programs a
spacific message and updates it as often as
deemed necessary. An audiotexsystemisa
type of voice response. Touch tone callers
can access information by punching a few
buttons on their phones,

There are two categories of talking Yellow

Bell Pages services:

(1) Froat of the book: These comprise a
core group of free information and enter-
tainment services supplied by the direc-

tory publisher to pull in additional reve-
nue. Topics may include news and sports
updam, weather, horoscopes, lottery re-
sults, trivia games and health tips, For a
fos, advertisers can sponsor these serv-
Mo

(2) Back of the book: These are “talking
adl" provided by participating advertis-

with talking ads display
ﬂmr four-digit code beneath a talking ad
icon in theirlistings. Callers use this num-
ber to get more information on a particular
advertiser.

Couponing
Recently, several Yellow Pages publishers
have started inserting coupons for local
businesses at the back of local directories.
But a brand new service called “Special
Delivery” was started this year. This serv-
ice delivers coupons, product samples and
other marketing messages, mppod in

national distributors have been offered.
(over)
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The first two “Baby Bells” involved in this

new coupon distribution
NYNEX and BellSouth. In the , the
meouldmkopheueommm

dable competitors to local and regional
newspapers and national co-op mailers

such as Donnellsy Marketing’s Carol Spot

Wright.

EDI Yellow Pages

EDI is computer4o-computer communica-
tion using highly standardised electronic
versions of common business documents.
The technology can be used to pay bills,
send invoices, monitor inventory and deal
with other formerly work-intensive tasks.
ED] Yellow Pages enables users to deter-
mi]nowhoohei-equippodwiththouch-
nology.

EDI Yollow Pages is divided into two sec-

tions. The first attempts to provide & cOm- DeugBud,

plete list of that use the tech-
nology. Thesecond acts as a regular Yellow
z—.muummm
services, complete with advertise-
mants. To exploit the technology a corpora-
tion must deal with another firm that is
nhochmdtonuit.fkmp&nhndng
EDI to do business togsther are
treding partners, whid:mnkuthoEDI
Yellow Pages something of a giant, high-
tech dating service.

819144484048 P. 18
~ P.B

Increased Use Of Color

are Directories have gone from white pages

with black ink to two-color and now four-
color. In 1989, almost every major direc-
tory producer revamped the front of the
book with four-color and coated stock pages.
color throughout directories is ex-
pectad to grow by 10% in the coming year.

For the television salesperson interested
in selling againat the Yellow Pages, the
Consumer Review Systems has published
"l'ho Yellow Pages Report: A Comprehen-
sive Guide For Advertisers.” This report
details why smaller Yellow Pages ads may
well draw better than larger ads ag well as
the fact that the addition of a second color
toalarge ad often decreases thechance the
ad will draw more reaponse.

i o oyl edonnd pein o TVB mambmes ol et oo pos
is wemben

. &uwrlnmn—.m&:n.dm. od,
R3¢ SRa0s (B1D) ¢ T34338.
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Putting The Finger On
Yellow Pages Advertismg

Whon The Yellow Pagea
Needs To Reach Out
For New Advertisers And New Users--
They Reach Out On Television

The Yellow Pages k. s no medium has the saturation coverage of television. When it

to to directo: , Yell
oomes Mpﬁz u:pndudmﬁmc ry listings or consumer usage, Yellow

In 1988, the Yellow Pages invested $69.7 million in television advertising--a gain of 12%
over the previous year.

Top 10 Yellow Pages Advertisers
On Television--1988

Company TV Investmente Company TV Investmenis
1) Dell Atlantie 417,938,700 5 Belllouth 96,304,900
Bell Adlantis $1.980,100 Seutd Cantral Bell $1,006,800
of Ponnayivanis $4,529,900 Bouthern Bell 43,407,800
Chosapoahe & Potomac Tale. 96,488,000
Now Jeresy Ball 96,103,000 8) GTE Corp, 54,192,000
o $4,102,000
0 NYNRX 9,587,000
Ragiund Tole. $11,000 7 US. Wast 04,100,900
Now York Tole. 941,100 Pacific NW Bell $22.900
NYNEX 90,478,100 US Waet 94,135,800
5 Ameritoch 9,196300 &) Paeific Telesle 95,508,000
Ameriioch Bell $7.132.900 Pacifie Dol $3.008.900
Blincls Dell 4600
Indisns Bell 919000 9) Uslied Telecommuniontions L0009
Bel $19,900 Careling Tele. $334,000
$20,300 United Telephone _ $348,900
Wieetnsin Ball 48,100
10 Southern New England
4 Seuthwesiers Beli Corp. 98,841,400 Telsoommusnioations $484,100
Now York $719,100 Seuthern Now Fagland $404,100
Seuthwastory Bell 95,922,300
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How 4 Television Stations
Are Converting'
Yellow Page Dollars
On To ’Delewslog

Mﬂa stations th?:‘ the countxy
are BOW S0Urces advertising
revenuss their anles afforis
on advertisers in their Yellow Pages
divectories. Many stations repert that it's im-
portant tolearn ss much as you can about the
Yellow Pages industry and bowit sells bafore
m attempt to convert these advertisers b

‘ MhomMMMmu&ﬁ
td-ndmhmﬂu\'onuw'- J

Pu.ddhntotbdrm !




@7/14-1934 15:15 FROM MALRITE COMM. GROLP TO

NA 14 ’S4 @2:S2PM TVB

WLOX-TV, Biloxi, MS
reports...

819144484048 P, 21
P.11

WVUE, New Orleans, LA
reports...

Bobby Edwards, general sales manager, WLOX.
TV, Biloxi, M8, reports that as a direct result of
his station's efforta to gu after local Yellow
Pages dollars, station revenue incressed
$112,000—af which 80% was “new money.” In
addition, there wasa 70-page dropin listings in
the local Yellow Pages directory.

“Stationmanagement must bs committed to
making this effort work,” reports Mr. Edwards.
“And one management person must be assigned
to Yellow Pages conversion full-time to ensure
it works. The effort requires tremendous fol-
low-through on the part of the sales staff who
:nust be out there continually making sales

s.”

WLOX used the expertise of American Con-
sulting Services, Vancouver, WA (1-800-355-
9784), to train its sales staff on Yellow Pages
conversion.

The sales staff learned -how to suggest to
Yellow Pages advertisers that they redirect the
way they buy Yellow Pages advertising. The
sales staffpoints out thatit doesn’t matter what
size ad you have in the Yellow Pages becauss
people are looking for & phone number. So, a
Yellow Pages advartiser should buy an alpha-
betical listing, perhaps in bold type, instead of
spending a large amount of monsy each month
on a larger ad.

Mr. Edwardes also points out that the sales
staff mention to a Yellow Pages advertiser that
most prospective customers thumb through a
particular category from back to front. Yet most
of thelarger ads in a particular category appear
in the front of that category listing. The first
listings this customer sess are the small List-
ings in the back of the category. This is an
excollcnt roason for a Yellow Pages advertiser
to reduce the size of the ad.

“It’s important to know the cloaing dates for
the local Yellow Pages,” states Mr. Edwards."If
your sales rtaff is out there selling three months
before the book closes, you have the opportu-
nity to convert a lot of money to television
because a Yellow Pages advertiser must com-
mit to a 12-month Yellow Pages schedule.”

WVUE lets ite fingers do the walking. And
when they land on an advertiser in the Yellow
Pages, the station puts its sales team to work.

Ron Jones, WWUE's general sales manager,
feels he's got a more realistic chance of eating
into the $38 million Yellow Pages market in
New Orleans than making a dent in the $330
millien in ad revenues that newspapers takein
every year.

Mr. Jones hired Greenwood Performance
Systems, Tulsa, to help him get some of those
Yellow Pages dollars. Greenwood Performance
Systems spent a day training WVUE sales
people on the fine art of selling television to
Yellow Pages advertisers.

“We've generated well over $100,000in con-
version monies,” states Mr. Jones, “but that'’s
not the reason we took on the Yellow Pages.
Rather, we wanted to take another step in
establishing our sales people as professional
consultants. Oue of the major hospitals in New
Orleans was in the process of renewing its
Yellow Pages contract. We met with them and
as a result they down-sized their Yellow Pages
advertising and gave us a good schedule.

“You've got torealize that converting Yellow
Pages doliars to television takes time. If you're
pitching now, the revenue stream will come in
four to six months. We've been pitching against
Yellow Pages since mid-July; the book closes in
January and is published in March. Sodon't be
discouraged if you don't see immediate results.

“Take a look at what & Yellow Pages adver-
tiser is doing and try to make some sense out of
it. If you canshow an advertiser the reasons for
buying a amaller space in the Yellow Pages,
that means there’s more of that advertiser's
budget available for television. Yellow Pages
salespsople get a very small percentage on a
simple renewal. But if they can increase the
size of an advertiser's ad~or increase the tonthly
investment by the addition of color--they get a
larger cormmission. We find these advertisers
appreciate the fact that we can help them save
money. S8aving money each monthhelpathem--
and that money they put into television helps
our station.”

TOTAL P.21
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Boi & SEatiul®Tacoma, WA
reports...

Dennis McCoruick, local sales manager, KCPQ,
Seattle-Tacoma, reports his station recently
converted over $100,000 of Yellow Pages adver-
tisingon to thestation. The station used Ameri-
can Consulting Services, Vancouver, WA, which
provided two days oflive sales training as well
as a comprehensive videotape--all designed to
capture advertising dollars from the Yellow
Pages.

“It’s important to Jet Yellow Page advertis-
ers know that they simply can’t increase aware-
nees for their companies or services--no matter
how largse the size of their Yellow Page ad-~
because any Yellow Pages ad is not as pervasive
or intrusive as is television advertising. If you
communicate the value of television--how its
enormous reach andimpact can establishnams
awareness --then you can propose a revised
Yellow Pages achedule (based on smaller Ye!l-
low Pages’ ads) and supplement it with televi.
sion," states Mr. McCormick.

“Before you pursue a particular advertiser
category, go through the Yellow Page directory
and make notes of those advertisers by size of
ad, number of locations in the directory, by use
of oolor, and anything else the advertiser is
paying extra dollars for. With rate information
published by the Yallow Pages Publishars As-
sociation in the Publisher’s Directory Rate Book,
we can estimate the amount of money an adver-
tiser has committed annually to the Yellow
Pages.

“With the extra money these advertisers
save from downsizing their ad, we prepare a
television schedule that will give the advertiser
that critically impartant name recognition--as
well as reach--before a customer starts looking
through page after page of category listings in
a directory.

“We hire a commercial artist to design re-
duced 'dollar bill' sized ads for large-unit Yel-
low Page advertisers. Yellow Page saleamen
simply don't have the expertise to design an
effective ad.”

TO 819144484840 P.11
WMBB-TV, Panama City, FL
reports...

——

“The Yellow Pages is not an advertising ve-
hicle,” reports Ray Hundley, account executive,
WMBEB-TV, Panama City. “No matter how much
space an advertiser uses, it atill comes down to
sn alphabetical listing in a directory. Wo tell
Yellow Pages advertisers that it's fine to have a
listing, but you've got to build name awareness
for a product orservice so that whena consumer
is looking through page afler page in a particu-
lar category that consumer will remember your
name. And, of courss, we t6l] them the only way
they can build that name awarenees is with a
media mix with television the dominant me-
dium because of its sight, sound, motion and
emotion.

“Very often we find a Yellow Pages adver-
tiser doesn't realize the annua!l cost of that ad-
vertising because the space coste come on the
phane bill and these charges are submitted
every month for the duration of the book and
every subsequent book that is printed. Yellow
Pages contracts are automatically renewed at
the end of the year unless the advertisers ask to
cance] or change them. So it’s important to re-
mind Yellow Pages advertisers how much of
their money is going into the directory each
year. This often comes as quite an unpleasant
surprise.

“We used American Consulting Services to
detailfor us how the Yellow Pages sell and what
is the best way to get advertisers to convert
those monies to television.

“We ask a potential client: 'If you looked in
the Yellow Pages and saw a largead from a irm
you didn’t know and & smaller ad from a firm
you did recognize, which one would you use?

“Then we tel] the client that the keyis to use
the dollars saved by reducing the ad in the
Yellow Pages_ and putting that money into an
effective name awareness campaign...on televi-
sion.”
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ADVERTISERS AND ADVERTISING AGENCIES

Name and 1993 WOIO Spending 1994 WOIO Spending Accounts
Affiliation and Rank and Rank Represented
Lynn Brooks $432,160 3 $269,000 3 McDonald’s
Dir. Media Services 63,428 40 33,500 67 Al Alliance Insurance
Stern Advertising
Cleveland, OH
Howard Zoss 319,775 5 202,625 6 Pizza Hut, Ohio
Dir. Strategic Planning Lottery
Marcus Advertising
Cleveland, OH
Pat Barbato 276,069 6 194,100 7 Arby’s
Media Planner 155,850 14 81,825 22 Ponderosa
W.B. Doner
Cleveland, OH
Dan Hogan 171,150 12 211,900 5 Ohio Ford Dealers
Account Supervisor
J. Walter Thompson
Detroit, MI
Julie Arena 138,090 16 107,095 15 Winner International
Media Director
Winner International
Sharon, PA
Rick Kohler 135,200 18 134,850 12 Wendy’s Restaurant
President 35,505 63 70,360 24 Finast Supermarkets
Pinnacle Media
Cleveland, OH
Kristin Strauser 80,755 28 85,215 21 Best Cuts

Dir. Marketing

Consolidated Advertising

Cleveland, OH



Name and
Affiliation

73,225
56,750

Jerry Miller

Media Planner
Axelband & Brown
Cleveland, OH

Jim Mueller 7,300
Advertising Agent

Mullinax Ford

Amherst, OH

Bruce Davis 6,400
Media Planner

Waterbed Emporium

North Olmsted, OH

Buddy Kallick 9,755
Owner

Buddy’s Carpet

Franklin, OH

1993 WOIO Spending
and Rank

33

43

206

216

177

-2-

1994 WOIO Spending
and Rank

106,300 16

4,000 232

232,500 5

24,460 86

63,085 31

Accounts

Represented
Mr. Hero

Lube Stop

Mullinax Ford

Waterbed Emporium

Buddy’s Carpet






NEWSPAPER ADVERTISING IN CLEVELAND HAS
BECOME RELATIVELY MORE EXPENSIVE

Index of Cost Per Thousand Homes Reached
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INDEX OF COST PER THOUSAND HOMES REACHED (1

1990 - 1993
. The Plain Dealer
Average Open Rate Per Selected Television Stations
Column Inch Per Average Revenue
Thousand Newspapers Index (2 Per Thousand
Year Morning Sunday Morning Sunday Households Index (2
) ($)---ee
(a) (b) (© (d) (e (H)
1990 $ 0.3310 S 0.2972 100.00 100.00 $26,372.56 100.00
1991 0.3607 0.3226 108.99 108.52 23,669.87 89.75
1992 0.4059 0.3574 122.64 120.24 26,655.32 101.07
1993 0.4395 0.3819 132.79 128.48 27.997.37 106.16

1) Cost Per Thousand is measured as the Average Open Rate Per Column Inch
Per Thousand Newspapers for The Plain Dealer and as Average Revenue Per
Thousand Households for Selected Television Stations.

2) Calculated as a percentage of the base year (1990=100).

Sources: Cols. (a) & (b): NERA table "The Plain Dealer, Calculation of Cost Per Thousand, 1990-1994."
Col. (e): NERA table "Selected Television Stations, Calculation of Cost Per Thousand,
1990-1993."



